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Abstract 
 This study aims to determine the impact of the (QoS) variable on the competitive advantage variable. To 
achieve this, the study relied on quality of service in terms of reliability, responsiveness, flexibility, safety and 
contentivity and its competitive advantage in terms of cost, quality, flexibility and delivery. The study tried to 
answer the questions of the problem, the most important of which is the quality of service in the organization in 
question? What is the level of competitive advantage offered by the organization in question? Is there a 
relationship between quality of service and competitive advantage in the organization in question? The study was 
conducted in the General Company for the distribution of petroleum products / Central Euphrates Distribution 
Authority / Babel Branch. The questionnaire was used to obtain the necessary data, as well as personal interviews. 
The opinions of 150 workers were analyzed in addition to 35 customers . The simple correlation coefficient was 
used to measure the correlation between the variables and the (T) test to determine the significance of the simple 
and multiple regression equation and also to use the analysis of the (Anova). The simulation method was used to 
generate data (views) of all the resolution sections that were pre-designed according to the five-dimensional Likert 
scale for the sample size (n=150). The study sought to achieve a set of objectives, the most important of which is 
to identify the relationship between quality of service, competitive advantage and the impact of quality of service 
on the competitive advantage, to make some recommendations that can contribute to improving the status of the 
organization in question. The study concluded with a number of conclusions, the most important of which is the 
organization's interest in responding quickly to the customer's needs when requesting service, noting the 
importance of the organization to provide most of the needs of the citizens of fuel on demand despite the difficult 
conditions of the country. The most important recommendations included the organization's interest in quickly 
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3.2concept of Quality service  
QSperceived expectations)E














































( ىقر لوذج3ىيهافًنا ٍي تعىًجي للاخ ٍي تيسفاُتنا ةزيًنا تقيقح ) 













ث ٍيثحابنا تيسفاُتنا ةزيًنا وىهفي 
1 (VanZyl : 2006 : 19)  
2 Evans&     Collier:2007 
:118 




















































ةرقفنا N Sum Mean Std. Deviation Importance 
Q1 150 597 3.98 0.68 79.6 
Q2 150 528 3.52 0.90 70.4 
Q3 150 532 3.55 0.88 70.9 
Q4 150 575 3.83 0.83 76.7 
Q5 150 657 4.38 0.78 87.6 
تيداًتعلاا 3.85 0.81 77.0 
Q1 150 595 3.97 0.87 79.3 
Q2 150 584 3.89 0.84 77.9 
Q3 150 584 3.89 0.84 77.9 
Q4 150 587 3.91 0.80 78.3 
Q5 150 559 3.73 0.97 74.5 
تباجتسلاا 3.88 0.87 77.6 
Q1 150 621 4.14 0.70 82.8 
Q2 150 578 3.85 0.88 77.1 
Q3 149 578 3.88 0.83 77.6 
Q4 150 603 4.02 0.84 80.4 
Q5 150 634 4.23 0.78 84.5 
فطعنا 4.02 0.80 80.4 
Q1 150 635 4.23 0.68 84.7 
Q2 150 614 4.09 0.74 81.9 
Q3 150 533 3.55 0.99 71.1 
Q4 150 563 3.75 0.84 75.1 
Q5 150 650 4.33 0.79 86.7 
ٌايلاا 3.99 0.81 79.8 
Q1 150 604 4.03 0.67 80.5 
Q2 150 544 3.63 0.97 72.5 
Q3 150 524 3.49 0.96 69.9 
Q4 150 472 3.15 1.11 62.9 
Q5 150 415 2.77 1.51 55.3 
تيسىًهًنا 3.41 1.04 68.2 



























   SPSS V.17
Descriptive Statistics 
ةرقفنا N Sum Mean Std.Deviation importance 
Q1 150 580 3.87 0.95 77.33 
Q2 150 539 3.59 1.03 71.87 
Q3 150 532 3.55 1.10 70.93 
Q4 150 545 3.63 1.09 72.67 
Q5 150 517 3.45 1.06 68.93 
تفهكنا 3.62 1.04 72.40 
Q1 150 613 4.09 0.86 81.73 
Q2 150 567 3.78 0.92 75.60 
Q3 150 571 3.81 0.87 76.13 
Q4 150 470 3.13 1.22 62.67 
Q5 150 512 3.41 1.04 68.27 
ةدىجنا 3.64 0.98 72.80 
Q1 150 612 4.08 0.76 81.60 
Q2 150 592 3.95 0.78 78.93 
Q3 150 554 3.69 1.01 73.87 
تَورًنا 3.91 0.85 78.20 
Q1 150 592 3.95 0.85 78.93 
Q2 150 464 3.09 1.33 61.87 
Q3 150 583 3.89 0.97 77.73 
Q4 150 655 4.37 0.85 87.33 
Q5 150 519 3.46 1.08 69.20 
ىيهستنا 3.75 1.02 75.00 
ذعبنا ثارقف تفاك 3.71 0.99 60.71 
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( ىقر لوذج5بترلاا مياعي تًيق )تيسفاُتنا ةزيًناو تيداًتعلاا ذعب ٍيب طا Correlations 
 تيداًتعلاا تيسفاُتنا ةزيًنا 
تيداًتعلاا Pearson Correlation 1 .667 
Sig. (2-tailed)  .000 
N 150 150 
تيسفاُتنا ةزيًنا Pearson Correlation .667 1 
Sig. (2-tailed) .000  
N 150 150 
 
**. Correlation is significant at the 0.01 level (2-tailed). 
 SPSS V.17 
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( ىقر لوذج6تيسفاُتنا ةزيًناو تباجتسلاا ذعب ٍيب طابترلاا مياعي تًيق ) Correlations 
 تباجتسلاا تيسفاُتنا ةزيًنا 
تباجتسلاا 
Pearson Correlation 1 .667 
Sig. (2-tailed)  .000 
N 150 150 
 ةزيًنا
تيسفاُتنا 
Pearson Correlation .667 1 
Sig. (2-tailed) .000  
N 150 150 





























Pearson Correlation          اتيسفاُتنا ةزيًن 
Sig. (2-tailed) 
N 





Pearson Correlation 1 .644
Sig. (2-tailed)  .000
N 150 150 
Pearson Correlation .644 1 
Sig. (2-tailed) .000  





Pearson Correlation 1 .792
Sig. (2-tailed)  .000 
N 150 150 
Pearson Correlation .792 1 
Sig. (2-tailed) .000  




















                Model Summary  
Model R R Square Adjusted R Square Std. Error of the Estimate 
N 
1 .667 .445 .441 .54410 150 
  
spss v. 17 
ANOVA 




 Regression 35.080 1 35.080 118.497 .00
0 
Residual 43.814 148 .296   








Un standardized Coefficients 
Stand 
Coefficients T Sig. 
B Std. Error Beta 
 
Constant .513 .297  1.726 .087 
تيداًتعلاا .830 .076 .667 10.886 .000 
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  Model Summary
N 
Std. Error of the 
Estimate 
Adjusted R Square R Square R Model 











  Model Summary  
Model R R Square Adjusted R Square 
Std. Error of the 
Estimate 
N 
1 .687 .473 .469 .53024 150 
SPSS V.17 
 
( ىقر لوذج25)  ذعب ريثأت سايقن يداحلاا ٍيابتنا رابتخاتيسفاُتنا ةزيًنا يف تباجتسلااANOVA 
Model Sumof Squares Df Mean Square F Sig. 
 Regression 35.128 1 35.128 118.791 .000 
Residual 43.766 148 .296   






B Std. Error Beta
Constant .769 .273  2.813 .006 
.758 .070 .667 10.899 .000
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  ANOVA  
SPSS V.17 







( ىقر لوذج21)  جرىًَلاا صخهي Model Summary  
Model R R Square Adjusted R Square 
Std. Error of the 
Estimate 
N 









Model Sum of Squares Df Mean Square F Sig. 
 Regression 37.283 1 37.283 132.606 .000 
Residual 41.611 148 .281   






















Model Sum of Squares Df Mean Square F Sig. 
 Regression 32.698 1 32.698 104.755 .000 
Residual 46.196 148 .312   
Total 78.894 149    
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 Model Summary 
N 
Std. Error of the 
Estimate 
Adjusted R Square R Square R Model 
150 .44559 .625 .628 .792 1 
SPSS V.17
( ىقر لوذج34 ) ةزيًنا يف تيسىًهًنا ذعب ريثأت سايقن يداحلاا ٍيابتنا رابتخاتيسفاُتنا ANOVA 
Sig. F Mean Square Df Sum of Squares Model 













Stand Coefficients Un-standardized Coefficients Model 
 



















B Std. Error Beta 
1 Constant .399 .327  1.220 .224 
ٌايلاا .829 .081 .644 10.235 .000 
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2-  ةاكاحًنا تبرجت محاري 
SPSS


















تيذخنا ةدىج تيسفاُتنا ةزيًنا  
M1 M2 M3 M4 M5 M Y1 Y2 Y3 Y4 Y ON 
3.85 3.87 4.02 3.99 3.41 3.82 3.61 3.64 3.76 3.75 3.69 
لذعًنا 
224 

















CONFLICT OF INTERESTS 
There are no conflicts of interest. 
[1] Thapa, Santosh, "Derendency of Serves Quality on Human Resources Development, A survey conducted for 
cleaning company", Master Thesis, University of Applied Sciences, 2017. 
[2] Zikmund and al., "Business research methods", 8th ed. South-Western Cengage Learning, Canada. p. 199, 2010 
[3]Businessdictionary.2017.Available:http://www.businessdictionary.com/defnition/servicequal-ity.html. Accessed 
19 July 2017. 
[4] Lovelock, C., Wirtz, Jochen, Lapert, D., & Munos, "A. Marketing des services", 6 ed. Paris, Pearson 
Education, 2008. 
[5] Hoffman, K. Douglas, Bateson, John. E.G, "Services Marketing, Concepts, Strategies",& Cases, South- 
Western, Cengage Learning, U.S.A, 2011.     
 
[8] Heizer, Joy, Render , Barry, "Operation  Management", 10th edition, Prentice-Hall, Jersey, 2011. 
 
[12] Evans, James R ., & Collier, David A., "Operations Management", 2rd ed Thomson South We/stern, Boston, 
2007. 
[13] An, M., Noh, Y., "Airline customers' satisfaction and loyalty: impact of inflight service quality". Serv. Bus. 
3 (3), 2009
[14] Siddiqi, K. "Interrelations between service quality attributes, customer satisfaction, and customer loyalty in 
the retail banking sector in Bangladesh". International Journal of Business and Management, 6(3), 2011
[15] Keisidou, E., Sarigiannidis, L., Maditinos, D. I., & Thalassinos, E. I. "Customer satisfaction, loyalty, and 
financial performance". International Journal of Bank Marketing, 31, 2013
[16] Dehghan, A., Zenouzi, B., & Albadvi, A." An investigation on the relationship between service quality and 
customer satisfaction: In the case of CCG Co." International Business Research, 5, 2012
[17] Lundstrom, W.J., Dixit, A., Is trust "Trustworthy in customers' relationship management?" J. Acad. Bus. 
Econ.8(2), 2008
[18] Evans, James, et al, "Operation Management(OM)", South Western, Cengage Learning, USA.2013. 
[19] Kotler, P. and Keller, K. L. "Marketing Management". 14th e patah et al dition, New Jersey: Pearson 
Prentice Hall, 2012. 
226 






[23]Wang, Wen Cheng, Lin, Chien Hung & Chu, Ying Chien, "Types of Competitive Advantage and Analysis", 
International Journal of Business and Management, Vol.(6), No.(5), pp:(100-104), 2011. 
[24] Progress, Hove ; Whilhemia, Smith & Tarisai, Chikungwa , "The Delineation of Porter’s Five Competitive 
Forces Model from a Techno-logical Marketing Perspective : A Case Study of Buffalo City Metropolitan 
Municipality", International Journal of Economics and Management Studies, Vol.(4), No.(2), pp:(169-182), 
2013. 
[25] Lynch, John & Ariely, Dean, "Search Costs Affect Competition on Price,   Quality and Distribution", 
Journal of Marketing Science, Vol.(19), No.(1), pp:(83-103), 2000. 
[26] Baidoum, Samir, "An Empirical Study of Critical Factors of TQM in Palestian Organizations", Journal of 
Logistic Information Management, Vol.(16), No.(2), pp:(156-171), 2003. 
[29] Krajewski, L. J.; Ritzman, L.P. & Malhotra, M. K, "Operations Management: Process & Supply Chains", 
9th ed, Pearson, New York, 2010. 
[30] Slack, Nigel, Chambers, Stuat & Johnston, Robert , "Operation management" 6ed  Prentice Hall, New 
Jersey, 2010. 
 
                                                                         
 
227 
